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Increasingly, the staging of sport events promoting a social cause has become
commonplace. This study collects data from spectators at two consecutive Homeless
World Cups (Melbourne 2008 and Milan 2009) – an event that seeks to raise awareness
of the global issue of homelessness. This paper aims to advance the understanding of
specific attitude changes in spectators and to identify how these can be activated
towards behaviours to produce enduring social impacts for events. The role of social
capital in attitudinal change is emphasized, specifically bridging capital that signifies
the creation of relationships between disparate individuals. Quantitative analysis
provides insight into spectator demographics and attendance patterns, and contributes
to the understanding of spectator attitudes towards homelessness. Patterns and trends
suggest demographic and attendance variables align with differing forms of attitudinal
change, and further suggest a hierarchy of effects may be relevant to the findings and
provide a valuable contribution to future research.
Introduction
The use of sport in pursuit of social capital is increasing in popularity, as illustrated by the
significant number of sporting events promoting a social cause. This article explores the role
of spectators within the framework of such sport events and specifically focuses on the role
of spectators in facilitating the delivery of social capital. The impact of hosting an event can
be determined across multiple strata, including economic, environmental and social, with
the majority of research focusing on the economic impact of events. Current research is
extending the investigation to explain non-economic benefits that may be ascribed to the
hosting of an event within a community. This is encouraged by Chalip’s identification of the
potential for increased research addressing the social value of sport events.1
The Homeless World Cup (HWC) is an international, annual street soccer competition
with multiple aims: firstly to promote social opportunities, including access to support
services and increased social interaction, for participants experiencing homelessness and
associated social disadvantage; and additionally to raise awareness of the issues of
homelessness on a societal level. Each HWC team is selected by their nation through
participation in grass-roots street soccer programmes. To be eligible to participate in the
HWC, a player has to have been homeless or in a substance-abuse programme within the
last two years, with both men and women eligible to represent their country. The definition
of homelessness varies between developed and developing nations, with the understanding
of homelessness in a country such as Australia divergent from that of Liberia. However
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each participant faces the challenge of homelessness and marginalization within the
context of their own community.
A significant increase in international participation from 18 to 56 countries since its
inception in 2003 has established the HWC as a major sporting event, complete with high-
profile media coverage.2 However, the HWC remains a unique event as the participants
originate from marginalized backgrounds, rather than elite or mainstream sporting origins.
The HWC was hosted in Melbourne, Australia in 2008 and in Milan, Italy in 2009. During
each event a survey of spectators was undertaken to attempt to measure the views of the
spectators towards the issue of homelessness. Of particular focus was whether attendance
at this event had altered their perceptions of homelessness.
Social capital
As an event with a social cause as its primary purpose, the HWC pursues the goal of the
achievement of a variety of social outcomes, including increased awareness of the issue of
homelessness. Social capital ‘comes about through changes in the relations among persons
that facilitate action’.3 This understanding of social capital is applicable within an event
such as the HWC where sport is provided as a modality for the delivery of social capital to
participants. The event additionally provides the opportunity for one group (the broader
community) to see another disadvantaged or marginalized group (the HWC athletes in
particular, but the homeless more broadly) in another, more positive light.
Coleman’s interpretation of social capital, in which he refers to both bonding capital
and bridging capital, has become popular within contemporary policy-oriented discourses
about sport and leisure.4 Bonding capital is observed in player-to-player interactions
where relationships between people who are similar are formed (in this case, between the
players). However it is the concept of bridging that is pertinent to this article, as it refers to
the relationships developed with people that are different from oneself (i.e. between
players and spectators, albeit a conceptual rather than implicit relationship). Social capital,
according to Jarvie, has attracted a great deal of attention as it is seen as a way of
contributing to social inclusion for marginalized groups.5 This paper adopts a social
capital theory: it assumes that participation in an activity that involves similar levels of
participation from other individuals, and which has stated aims and outcomes, leads to the
accrual of social capital for the participants. According to Smith and Westerbeek, sport
provides an effective anchor for individuals and a fertile environment for the development
of relationships within communities that leads to an increase in social capital.6 The
contribution of sport to social capital is viewed as of equal importance and personal
significance as other measurable outcomes, such as health benefits.
Research on the social and community benefits of events has recently focused on the
concept of leveraging to achieve these benefits.7 The HWC uses the power and popularity of
sport, specifically soccer, as leverage to increase awareness of the issue of homelessness,
and also poverty. Misener and Mason explore the link between sport events and the
development of community networks, where sport potentially provides an opportunity for
the development of social networks.8 Sport events may also facilitate a renewed sense of
community for those involved.9
Chalip explains that the sense of community engendered through sport events fosters
social capital, as sport events assist in facilitating relationships where previously this may
have not been possible.10 The goal of the Homeless World Cup Organisation (the event
governing body) is to use the HWC, in its capacity as a world-class event, to attract media
interest in an effort to maximize funding opportunities and thus the promotion of local
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‘grass-roots’ concepts.11 This stated aim would benefit from the acquisition of social
capital between spectator and player, in addition to that displayed between players. The
sport event, in this case the HWC, has been developed specifically to draw attention to the
social issue of homelessness to communities and individuals (as spectators) who may not
otherwise demonstrate any interest. This facilitates the delivery of a twofold agenda by
acquiring support from spectators through the development of social capital (through
attitudinal change), and secondly to facilitate ongoing opportunities that develop social
capital for marginalized individuals at a grass-roots level.
Authors have noted that a sense of community pride and well being are indicators of
social capital,12 and therefore the concept of social capital has relevance in the
investigation of the social impacts of events. It is argued that sport can act as a relevant and
effective intermediary in the development of social capital, given the multifaceted ability
of sport to contribute to health, engage a diverse audience and promote social inclusion.
The impact of participation in sport events on marginalized or socially excluded groups
has been an area of recent research focus. Collins states that participating in a sport event
‘requires some confidence, some skills, some knowledge, an ability to manage time and
relationships, and having a group of supportive friends and companions, including some
who share the same desire to take part’ in the activity, thus identifying social bonding as a
benefit of sport participation.13 In a review of literature undertaken by Long and Sanderson,
the most commonly claimed community benefits for sport-event participation include
enhanced confidence and self-esteem; empowering disadvantaged groups; encouraging
pride in the community; and improving health.14 Although there is a lack of substantiated
research on the social outcomes and benefits of sport participation,15 authors suggest that
sport participation for socially excluded groups may have a substantial positive
consequence for the individual, as well as making a valuable contribution to communities.16
This paper postulates that an increase in positive perception by spectators can be
realized as an increase in social capital, as attitudinal change is conceived to be facilitating
bridging capital between these groups (directly or indirectly). Green states that although it
may be impossible to prove the link between sport and social change, it is possible to
examine different programmes, those successful and not, and begin to identify the
common features or conditions of the successful programs.17 The HWC provides an
excellent exploratory case study of the ability of a sport event to create attitudinal change
that delivers social benefits, and therefore engenders social capital, for both the
participants and spectators.
Methodology
Participants
Data in this study were collected from a random intercept sample of spectators during two
consecutive annual HWC events held in Melbourne in December 2008 and Milan in
September 2009.This research was initially undertaken as an exploratory study for the
Melbourne 2008 HWC and, after a review of the preliminary results, the researchers, in
collaboration with the HWC, repeated the research in the subsequent year during the Milan
2008 HWC.
The questionnaire investigated demographic information and individual attendance at
the event. It also contained items concerning attitudes towards the benefits of the event and
individual attitudes towards the social issue of homelessness. Finally, an exploratory
section enquired whether attitudes had changed as a result of attending the HWC and
included an open-ended response question to identify how attitude changes had occurred.
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Surveys were administered at the event by a group of volunteers. Overall, 366 completed
surveys from the Melbourne event and 145 responses from the Milan were gathered across
the seven days of competition in each city, for a total sample size of 511.
The following section provides a detailed comparison of demographic data of the
spectators at both the Melbourne 2008 HWC and the Milan 2009 HWC. Attendance and
demographic characteristics for both events are shown in Table 1.
It can be clearly noted from Table 1 that, although the two events were hosted by
different nations and host cities, the demographics and attendance patterns of the
spectators attending the HWC events are very similar. Although each city would appear to
be socially and economically quite different, both locations are large, first-world capital
cities with strong business, arts and sport communities.
The different types of locations and times of year of the hosting of each event may
explain the larger sample size of the Melbourne data. It must be noted that the event was
Table 1. Demographic and attendance characteristics of data samples
Sample 1 Sample 2
City Melbourne Milan
Year of collection 2008 2009
Respondents n ¼ 366 n ¼ 145
Gender n % n %
Male 157 42.9% 56 38.6%
Female 209 57.1% 89 61.4%
Age
18–25 years 127 34.7% 37 25.5%
25–29 years 74 20.2% 20 13.8%
30–34 years 52 14.2% 21 14.5%
35–50 years 69 18.9% 46 31.7%
50þ years 44 12.0% 21 14.5%
Origin of participant
Host city 257 70.2% 76 52.4%
Elsewhere in host country 24 6.6% 17 11.7%
Overseas/outside host country 85 23.2% 52 35.9%
Intention to attend the event
Passing through the area 135 36.9% 70 48.3%
Intentionally attending the event 231 63.1% 75 51.7%
Primary Interest in event*
Soccer 196 53.6% 74 51.0%
Community event 172 47.0% 83 57.2%
Concept of the HWC 244 66.7% 95 65.5%
Attendance (days)
One 229 62.6% 78 53.8%
Two 74 20.2% 45 31.0%
Three 32 8.7% 11 7.6%
Four or more days 31 8.5% 11 7.6%
Attendance (average hours per visit)
One 125 34.2% 44 30.3%
Two to three 175 47.8% 65 44.8%
Four to five 38 10.4% 25 17.2%
More than five 28 7.7% 11 7.6%
*Multiple responses accepted for this option therefore percentages do not equal 100
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held at different times of the year in each city – during the peak Christmas shopping
period and warm summer weather of Melbourne in December, and during autumn, in
September, in Milan. Both cities hosted the event in prominent public locations to
intentionally attract the attention of passers-by, although the Milan location was less
central than the Federation Square location in Melbourne. This may also account for a
greater proportion of Melbourne spectators intentionally attending the event (63.1%) as
compared to Milan (51.7%). The greater proportion of spectators from Milan originating
from overseas (35.9%) compared to Melbourne (23.2%) could best be explained by the
geography of Italy compared to Australia. The vast landscape and isolation of Australia
may equate to a lower proportion of international and interstate visitors, as compared to
Italy, where international travel is more geographically and financially accessible.
A denser population and smaller landmass may also contribute towards the findings of a
higher contingent of Italian visitors from outside Milan (11.7%) as opposed to Melbourne
(6.6%). Both cities recorded slightly higher female than male attendance. Melbourne
recorded a higher number of attendees from the 18–25 age bracket (34.7% compared to
25.5% in Milan), whereas the highest contingent for Milan was the 35–50 age bracket
(31.7% attendance). Both samples recorded higher numbers of people intentionally
attending the event than casual attendees. The spectator sample also revealed similar
reasons for the majority of people attending, which was support of the concept of the
HWC, as opposed to the staging of a community or sporting event. This demonstrates that
the majority of spectators (66.7% in Melbourne and 65.5% in Milan) had an underlying
interest in the concept of the HWC. Yet there also existed a large contingent of passers-by
(Melbourne 26.9% and Milan 48.3%) that became spectators and were without
preconceived notions, or any underlying interest in the issue of homelessness.
Design and measurement
The questionnaire was organized in five sections. The first section enquired about
demographic information while the second contained questions relating to individual
attendance at the event; particularly how many days and hours each respondent had
attended the event, with whom they had attended and their major motivation for attending.
The third section specifically enquired about the attitudes towards homelessness and
whether they had changed as a result of the event. If the response was affirmative, an open-
ended question asked the individual to specify the changes to their attitudes that had taken
place. The final two sections contained items concerning attitudes towards the community
benefits of the event and finally the individual’s attitude towards the social issue of
homelessness.
While large scales conceptualizing a range of impacts that events have on communities
have progressed in literature, we sought here to work with items relating to positive
community benefits as opposed to wider scales incorporating environmental, economic
and forms of negative community impact on events. The community benefits items were
therefore adapted from previous studies18 and were measured on response scales of 1 to 7,
anchored by ‘Strongly Agree’ and ‘Strongly Disagree’. Initially, normality testing of both
sets of data was undertaken which revealed no concerns. Eight items collected relating to
‘Community Benefits’ from Delamere, Wankel and Hinch19 were then subjected to
Exploratory Factor Analysis (EFA) in line with the processes recommended by Fabrigar,
Wegener, MacCallum and Strahan.20 The resultant analysis is presented for the earlier
Melbourne sample but provided comparable results in the case of the Milan sample the
following year at both EFA and Confirmatory Factor Analysis (CFA) stages. The data
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presented as suitable for EFA using the Kaiser-Meyer-Olkin Measure of Sampling
Adequacy (.887) and Bartlett’s Test of Spherity (p , .001) and in line with Delamere,
Wankel and Hinch21 six items loaded strongly as a single construct with items and their
loadings shown in Appendix 1. Others that loaded weakly were removed from the
analysis. The six remaining items showed an AVE of 0.58 and an Alpha of 0.89,
suggesting the measures were valid and reliable representations of the intended construct.
Further, a CFA structure in AMOS showed acceptable fit between the single structure and
the data (x ¼ 90, df ¼ 9, CFI ¼ 0.94, RMSEA ¼ 0.074). Given this, a composite scale by
which attitudes to community benefits could be assessed was generated using a mean score
for the relevant items.
Given no established measures of attitudes towards homelessness or specific social
issues existed, new items were formulated. These items were developed using sport and
social inclusion research literature22 and drew on prior studies undertaken by the
researcher with the Australian Community Street Soccer and HWC programmes. These
scale items were designed to measure perceptions of individual concern about
homelessness in distinct areas. We sought to test the attitudes of attendees to various
statements regarding homelessness that were linked to awareness and importance of the
issue. Five statements were developed with all responses collected on a scale of 1 to 7,
anchored by ‘Strongly Agree’ and ‘Strongly Disagree’ (see Table 2). This, combined with
further exploratory analysis of the attitude changes, was expected to provide insight into
the dimensions of social issues that underwent attitudinal change during the event.
Data analysis
Quantitative data analysis was undertaken using SPSS (v.16) using descriptive statistics,
correlation analysis and independent t-tests to compare samples and groups. The thematic
coding of open responses regarding attitudinal change towards the issue of homelessness
was undertaken in line with established coding frameworks.23 The three attitudinal
categories that resulted were developed through a process of open coding of all open-
ended responses, followed by categorization into codes representing similar constructs.
Two researchers were involved in the data collection at each site (one in Melbourne 2008
and one in Milan 2009), with the third researcher undertaking the quantitative analysis of
the collected data as outlined above.
Table 2. Comparison of community benefits attitudinal score and homelessness items
Community benefits (scaled) Melbourne Milan p
Scaled score (see method for description) 5.36 5.30 n.s
Homelessness items Melbourne Milan p
H1 – The issue of homelessness is
something I worry about
5.63 5.80 n.s
H2 – I feel that I can help make a positive
change to homelessness in (host country)
4.68 4.39 n.s
H3 – There are too many homeless people in
(host country)
5.70 5.40 n.s
H4 – I support the government’s focus on
the homeless issue
5.17 4.93 n.s
H5 – There should be no homelessness in
a country like (host country)
5.99 6.09 n.s
116 E. Sherry et al.
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Results (quantitative data)
Comparison of events – Melbourne 2008 and Milan 2009
Table 2 shows a comparison of the community benefits attitudinal score and comparison of
the items used to assess attitudes towards homelessness. When reviewing Table 2, an
independent samples t-test defines no significant difference between the two events
(Melbourne and Milan) in terms of community benefits or any of the individual
homelessness attitudes.
Further analysis shows that community benefits correlate significantly with each of the
five homelessness items tested, indicating that a relationship exists between each of the
items. The correlation matrix for the items is shown in Appendix 2.
Impact of demographics and attendance on community benefits and homelessness items
The impact of demographic and attendance factors was then analysed, including a focus on
the perceptions of community events and homelessness attitudes. Table 3 shows that
females and those from the host country were significantly higher on each measure, while
no significant differences were found for age. Higher attendance (measured in total hours
spent at the event) also resulted in significantly higher mean scores for community benefits
and three of the five homelessness items.
Results presented in Table 3 reveal that spectator attendance patterns are evident, with
origin and gender impacting significantly on the measures of community benefits and
homelessness attitudes amongst the HWC spectators. However, perceptions of community
benefit and attitudes towards homelessness did not differ significantly across age groups.
Table 3. Means comparison across demographic and attendance characteristics
Community benefits H1 H2 H3 H4 H5
Gender
Female 5.59 5.91 4.83 5.99 5.33 6.13
Male 5.21 5.42 4.60 5.52 5.03 5.88
p 0.002 0.000 0.042 0.003 n.s 0.014
Origin
Host city 5.47 5.77 4.91 6.00 5.19 6.12
Interstate/regional 5.55 5.74 4.95 5.77 5.31 6.00
Overseas 5.08 5.16 3.96 4.94 5.05 5.63
p 0.024 0.001 0.000 0.000 n.s 0.017
Age
18–25 years 5.17 5.52 4.64 5.62 5.00 5.83
25–29 years 5.31 5.39 4.61 5.69 5.16 5.91
30–34 years 5.55 5.91 5.04 5.50 5.20 6.06
35–50 years 5.47 5.81 4.59 5.96 5.18 6.17
50þ years 5.76 5.69 4.70 6.09 5.56 6.29
p 0.040 n.s n.s n.s n.s n.s
Attendance
Low 5.11 5.37 4.42 5.48 5.01 5.83
Medium 5.28 5.72 4.58 5.70 5.14 5.93
High 5.57 5.75 5.03 5.78 5.24 6.15
p 0.004 0.027 0.003 n.s. n.s 0.024
N.B. Combined samples used given no significant differences were found between samples (Table 2).
n.s. – not significant (p . .05)
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The item H4 does not reveal any significant difference as this refers to attitudes towards
government policy rather than specific attitudes towards the issue of homelessness.
Female HWC spectators reported higher perceptions of community benefits and
attitudes towards homelessness than the male spectators, and similarly, local and regional
spectators also reported higher results than those spectators from overseas. These findings
also demonstrate that more frequent spectator attendance (both in terms of days attended
and hours attended each day), resulted in higher perceptions of community benefit for the
HWC.
Results (open-ended responses)
The next stage of the research sought to understand the specific types of attitude change
attendees had undergone, in order to better understand change towards attitudes linked to
social causes. Spectators at the HWC in both Melbourne and Milan were asked ‘Has this
event changed your attitudes towards homelessness and homeless people?’. Those who
had noted changed attitudes were asked an open-ended question seeking to explore the
nature of the attitude change in relation to spectator perceptions of homelessness, and were
provided with an opportunity to comment on any change in attitude towards the issue.
One-hundred-and-eighty-five respondents across the two events contributed responses,
which were subsequently thematically coded. The coding of the open responses
categorized these changes in three areas: awareness, enhanced opinion and empathy.
‘Awareness’ indicated an increased general awareness of the issue of homelessness,
‘enhanced opinion’ responses were coded when the respondent indicated a positive change
in attitude towards the homeless individuals, and ‘empathy’ indicated a response that
reflected an understanding of the participants’ personal situation and expressed empathy
towards their experience. Examples of responses to the open-ended question for the three
identified attitudinal changes of awareness, enhanced opinion and empathy are provided in
Table 4.
Further, it was intended to gain insight into demographic or attendance patterns which
might influence attitude change. Analysis of self-reported attitude change is shown in
Tables 5 and 6. Overall, 52.2% (Melbourne) and 54.5% (Milan) of respondents indicated
their attitudes towards the social event had changed as a result of event attendance.
Cross-group analysis of the levels of attitude change towards homelessness for both
events (Table 6) demonstrated elevated levels of attitude change for higher attendance
(both in terms of days attended and hours attended per day). Slightly more females
Table 4. Examples of Coded Attitude Changes
Attitude change Examples of open responses
Awareness “[I am] just more aware of the problem”
“[I have gained an] understanding of the different types of homelessness and
understanding of how people became homeless”
“It [homelessness] is a bigger issue than I realized on a daily basis”
Enhanced opinion “I see them as more capable than I used to”
“They are far more positive and motivated than I realized”
“I discovered the desire of homeless people to change their own conditions,
and to be open to possibility”
Empathy “I now see homeless people are just like you and me, just less fortunate”
“Homeless [people are] not always to blame for their situation”
“They are just people, who had worse luck than the rest of us.”
118 E. Sherry et al.
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changed their attitude towards the social issue and an enhanced opinion change was shown
to be the most common type of attitude change for both samples. Intentional attendance
also led to higher rates of attitude changes. However a difference was observed in the
correlation of location to attitude change, as the Melbourne data revealed that the highest
Table 5. The impact of events to change attitudes
Sample 1 Sample 2
City Melbourne Milan
Year of collection 2008 2009
Respondents n ¼ 366 n ¼ 145
Affected attitudes to event themes n % n %
Has this event changed your attitudes towards homelessness and homeless people?
Yes 191 52.2% 79 54.5%
No 175 47.8% 66 45.5%
Nature of attitude change
Awareness 67 35.1% 18 22.8%
Enhanced opinion 86 45.0% 33 41.8%
Empathy 38 19.9% 28 35.4%
Table 6. Characteristics of sample and breakdown of attitude change per group
% of changed
attitudes towards
homelessness
(Melbourne)
% of changed
attitudes towards
homelessness
(Milan)
Demographics (Overall ¼ 52.2%) (Overall ¼ 54.5%)
Gender Female 54.4% 59.3%
Male 50.3% 51.7%
Age 18–25 years 59.0% 63.9%
25–29 years 51.6% 57.9%
30–34 years 54.2% 60.0%
35–50 years 38.5% 46.7%
50þyears 54.8% 47.6%
Location Host city 51.1% 56.9%
Interstate 61.1% 18.8%
Overseas 53.8% 68.1%
Attendance
Number of days One 46.8% 48.0%
Two 48.6% 55.8%
Three 58.7% 66.7%
More than four 70.0% 90.0%
Hours spent daily One 46.4% 39.5%
at event Two to three 50.3% 47.8%
Four to five 54.5% 64.1%
More than five 75.0% 70.0%
Planned or incidental
attendance
Passing through the area
Intentionally attending event
48.3%
52.4%
47.0%
62.2%
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proportion of attitude change took place for interstate attendees, whereas the Milan data
revealed that overseas visitors reported the highest proportion of attitude change.
The final research stage examined the characteristics of people who had undergone
different attitudinal changes towards the issue of homelessness as a result of event
attendance. Cross tabulations were used to investigate where attitude changes could be
aligned to the attitudinal and behavioural characteristics tested.
Although greater-sized samples and further development of measures around the three
specific attitude changes are required to expand on the use of a self-reported measure, we
identify notable findings in assessing the forms of attitude changes. Males were higher on
changes in awareness while females were much more likely to alter attitudes in an
empathetic manner. The age group 25–29 revealed the highest rates of enhanced opinions.
Residents from the host city scored high on enhanced opinions and empathy, while visitors
were higher on awareness. Those intentionally attending the event underwent more of an
empathetic change while those who attended incidentally (i.e., were just passing by) were
more likely to change in awareness towards the issue. Those attending with family were
high on enhanced opinions and low on awareness. Higher attendance was equated with
higher rates of empathy, while lower attendance resulted in higher rates of enhanced
opinions.
The findings presented above in Tables 5 and 6 identify that the nature of attitude change
towards the issue of homelessness by HWC spectators is linked to spectator attendance
patterns (i.e., how many days and hours attending the event), the gender of the spectators
and the home location of the spectator. These attendance and demographic factors appear to
play a role in the type of attitude change undertaken, which in turn impacts the likely result
of attending the event or altering behaviours related to the social cause. Increased scrutiny
of the demographic analysis of spectator attendance patterns may provide opportunities for
future research.
It is also relevant to note that each major city hosting a sport event will consist of more
than one community. Although the concept of fostering social capital within a diverse
community of spectators, including those originating from outside the host city, may be
considered problematic, it can be argued that diversity and heterogeneity are to be expected,
and the bridging and linking between these diverse groups is an example of social capital
at play.
Discussion
Using data collected from multiple editions of the HWC, attitudes towards the community
benefits of the event and attitudes to the social issue of homelessness were measured.
While no differences are seen across data collected from the two events, we show that the
level of perceived event benefits are dependent on demographic characteristics such as
gender and origin of the spectator as well as patterns of attendance at the event. Further, we
show significant correlations exist between event benefits and various attitudes towards
homelessness. The analysis of the open-ended responses provides some understanding of
the findings of the quantitative data by seeking to identify the specific types of attitudinal
change observed, and additionally to identify whether correlations between demographics
and attitudinal change existed.
Quantitative analysis revealed that females and respondents from the host country
were more likely to have higher measures of the perception of community events and
homelessness attitudes, and that higher rates of attendance equated to higher positive
changes in attitudes. These findings are unsurprising as the relevance of local events to
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local people is self evident, and attendees that spend more time at an event have either a
willingness to do so as a result of their existing empathy, or possibly as a result of
increased exposure to the message at an event. No significant differences across the two
sample populations were observed, which is indicative of the cross-cultural application of
the findings across developed countries.
Coding of open responses supported these notions and, through self-reported attitude
change and analysis of the nature of this attitude change, these findings were extended to
show three categories of attitude change towards the social issue. We find some trends that
suggest demographic and attendance patterns also play a role in these attitude changes.
The data revealed the following trends: males showed greater changes in awareness,
while females had a greater propensity for empathetic change; younger age brackets (e.g.
25–29) had greater levels of enhanced opinion of the participants; spectators’ originating
from the host country had higher levels of empathy and enhanced opinion, whilst visitors
scored higher on awareness; and the greater the attendance, the more empathetic change
occurred. Intentional attendance also scored higher on empathetic change, while
unintentional attendance showed higher levels of changes in awareness.
Attitudinal change in spectators may be best understood in terms of a hierarchy of
effects model. Hierarchy of effects (HOE) have been developed in the marketing field to
describe the stages that people sequentially experience while forming or developing
attitudes and intentions. Smith, Chen and Yang note the existence of multiple versions of
HOE models, yet state that these consistently identify a set of systematic responses that are
able to be identified as a sequential process.24 This research provides a first attempt to
understand how an event may change the perceptions of the attending spectators in regards
to a social issue, using the concept of hierarchy of effects by identifying the sequential
processing of spectators’ attitudes.
Three types of attitudinal change were identified in the self-reported changes of the
respondents. In consideration of this, a hierarchy of effects from awareness to states of
enhanced opinion and empathetic change is worthy of discussion. As evidenced, incidental
attendance led to higher awareness and planned attendance led to higher empathy.
Additionally, higher attendance correlated with higher levels of empathy. This suggests that
attitude changes of HWC spectators may be constructed to ‘reveal a systematic response
process that can be divided into sequential stages for closer examination’.25
This paper provides an argument that events such as the HWC can affect attitudinal
change in spectators towards the event, but also towards social issues, in this case,
homelessness. The results of this research supports the notion that the accrual of social
capital is able to be attained by attendance at an event and invites further investigation into
the possibility of the role of HOE in stages of attitudinal change.
Chalip argues that the ‘feel good’ nature of sport events can ‘sustain agendas for social
and community action’.26 It is the aim of an event such as the HWC to facilitate such a
change, specifically an attitudinal change in the host community, and indeed the global
community, regarding the issues of homelessness and social exclusion. This aim is most
clearly stated within the HWC mission statement:
We will realise this mission using a combination of a global football tournament and local
football initiatives. The first, organised as a world-class event, will gain impact, reputation and
media interest, which will encourage funding and promotion of innovative grass-root concepts
on a local level.27
Spectator attitudes demonstrate opportunities created to engender bridging capital in
the community, as a change in attitude by each spectator impacts on the broader
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community attitude towards homelessness and marginalization. Support for this event
from the community in terms of positive community attitudes is a demonstration of the
value being placed on the building of social capital to validate the execution of such
events.
In addition to attitudinal change, the HWC – and particularly the grass-roots street
soccer program – provides substantive event outcomes for the host community, event
participants and volunteers. The HWC interacts with global and local communities to
develop education and awareness campaigns, and also to facilitate the creation of local and
international films and documentaries, to continue to promote the message and mission of
the HWC. Additionally, the global movement of social media, with Facebook pages and
Twitter accounts established on behalf of the HWC, provides the ability for continued
involvement within a virtual community. This development of community links between
disparate individuals across the globe, possessing a common social cause, is an additional
example of engendering social capital.
Conclusion
Although based on exploratory work through spectator surveys and observations at two
HWC events, this paper argues that spectator attitudinal change can facilitate the
behavioural outcomes which lead to the development of social capital, and deliver social
benefits to the event host community. This has implications for the Homeless World Cup
Organisation in achieving its stated goal of awareness-raising for homelessness and
poverty internationally. Understanding the conditions by which attitudinal change takes
place will assist in guiding event managers in planning and designing events and also
implementing the promotion of the social message at the event and for extended legacy
programmes and activities. Such research that seeks to classify and evaluate attitudinal
change also justifies the facilitation and support of sport events as platforms for attitudinal
changes on a societal level.
Sport events are increasingly being linked to social outcomes, or to support a particular
social issue. The aim of many sport events with a social cause is to create community
benefit, where spectators who experience attitudinal change towards a social issue develop
a more positive or empathic understanding. The findings and resulting attitude change of
spectators, and specifically those who experienced empathy with the HWC participants,
supports the view that events can facilitate the building of social capital. By creating
increased understanding between different social groups, greater community cohesion and
more inclusive social capital may be developed.
In summary, 52.2% of attendees at the Melbourne HWC and 54.5% of attendees at the
Milan HWC indicated that this event had changed their attitudes towards homelessness.
Coding of open responses categorized these changes in three areas: awareness, enhanced
opinions and empathy. Cross tabulation revealed the propensity of those undergoing
attitudinal change, and that the nature of the change differed across patterns of attendance
as well as gender and the location of the attendee.
The findings show that social attitudes are not invariantly facilitated in spectators and
that changes can be more pronounced given demographic and attendance profiles.
Identifying the impact that personal characteristics and attendance patterns have on this
outcome presents clear practical implications for event organizers in the design and
implementation of event planning. Strength of attitude was seen to be related to depth of
attendance (both in numbers of days and hours per day attended) suggesting attempts to
maximize patronage length and repeat attendance at an event increases the likely impact
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and opportunity for attitude change. Trends in the data suggest gender and location of
attendees also promote differences in the level of attitude change. Future research might
further explore the link between satisfaction with the event experience and the resultant
attitudinal change.
As a self-reported, exploratory measure, it can be argued that events such as the HWC
have been successful at changing attitudes towards particular social issues. While it would
be ideal to measure attitudes to these areas before and after the event, we find that there are
various distinct forms of attitudinal change which have taken place at this single point in
time. This suggests that further research would be useful by surveying spectators before
they attend the event and again shortly after they have attended the event to identify if this
attitudinal change to the social issue is enduring, implicating the relevance of a longitudinal
research design. Additionally, developing scales to specifically measure each of the three
types of attitudinal change (awareness, enhanced opinion, empathy) would confirm the
presence and drivers (i.e., gender, attendance) of different forms of change.
This study appears to reflect a similar hierarchy of effects to that found in other disciplines,
however in the case of an event with a social cause, the positive intent or behavioural outcome
is not a purchase but a change in attitude towards the social cause which may in turn represent
an increased likelihood to support that cause, through donation or other action (for example,
volunteering). While this was beyond the scope of the current paper, the development of
social-cause attitudes from awareness, to positively changing perceptions, to a positive intent
or behaviour presents a logical framework for future research. While untested, it may be
realistically posited, in line with suggestions of how sponsorship is said to work, that positive
or empathetic responses may result in more positive outcomes or behavioural activity than
pure awareness towards a product or service, or in this case, a social issue.
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Appendix 2. Correlation analysis of community benefits and homelessness attitudes
H1 H2 H3 H4 H5
Community
benefits
H1 – The issue of homelessness
is something I worry about
1
H2 – I feel that I can help
make a positive
change to homelessness in
(host country)
.400** 1
H3 – There are too
many homeless people
in (host country)
.414** .313** 1
H4 – I support the government’s
focus on the homeless issue
.197** .182** .208** 1
H5 – There should be no
homelessness in a country
like (host country)
.315** .195** .361** .245** 1
Community benefits .301** .426** .254** .200** .325** 1
N.B. Combined samples used given no significant differences were found between samples (Table 2).
** Significance ¼ p , .05
Appendix 1. EFA results for Community Benefits Scale (Melbourne sample)
Items (n ¼ 358)
Community
benefits
The HWC helps to show others why my community is unique and special .817
The HWC is a celebration of my community .811
Hosting the HWC improves the quality of life for my community .758
The HWC contributes to a sense of community well-being .758
The HWC contributes to my personal well-being .749
The HWC gives us an opportunity to show other people how special our
community is
.631
Eigenvalue 4.58
Average Variance Explained (AVE) 57.34
Convergent validity (AVE .5 or above) 0.58
Internal consistency/reliability (Cronbachs Alpha .7 or above) 0.87
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